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Abstract
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Attitudes towards Sexualized Clothing of Women Living in the United States
Author: Diana Davis
Advisor: Linda Garcia-Shelton, Ph. D.

The purpose of this research project was to examine whether ethnic and religious
identity have a relationship with attitudes towards sexualized aspects of clothing. The
sexualization of women in American culture, particularly in the media, has been noted
by several institutions and researchers, including the American Psychological
Association. However, there has been very little research examining the attitudes of
individual women towards the kind of dress that is overtly hypersexualized. While
there is a clearly observable portrayal of women in American media, the attitudes of
individual women can be influenced by many other cultural factors, including
ethnicity and religion. The current research project was designed to be an introductory
foray into that question. An online survey was conducted among women living in the
United States; participants self-identified as members of various religious and ethnic
groups; participants were then asked to rate their likelihood of wearing sexually
provocative clothing in different contexts. The results of the study indicated that
ethnic identity is not correlated with women’s attitudes towards sexualized aspects of
clothing, but religious identity is correlated with attitudes towards sexually
provocative clothing.
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The purpose of this research project was to examine whether ethnic and religious
identity can be correlated with attitudes towards sexualized aspects of clothing. The
sexualization of women in American culture has been noted by several institutions and
researchers, including the American Psychological Association, but there has been
virtually no research examining the attitudes of individual women of different
ethnicities and religious expressions towards the kind of dress that is overtly
hypersexualized. The current research project was designed to be an introductory
foray into that question.

The Role of Fashion in the United States
Fashion as a form of Communication

In order to understand women’s motivations to choose different kinds of
clothing, it is first important to understand what fashion means in American culture.
Fashion has many layers of meaning and importance. Primarily it appeals to a
person’s aesthetic sensibilities, his or her sense of identity, and serves as a method of
communication. In serving as a method of communication, fashion conveys elements
of a person’s identity, including gender identity, socioeconomic status, and cultural
identity. One of the more important factors to influence clothing choice is culture.
Culture shapes how individuals choose clothing, how they interpret other people’s
fashion choices, and how clothing reflects a person’s identity (Barnard, 2002;
Gallagher & Pecot-Hebert, 2007).
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Fashion and a sense of identity have an important connection. People use their
clothing choices to express who they are (Gallagher & Pecot-Hebert, 2007). In order
to understand the connection between identity and fashion, it is important to first
understand how people construct and perceive their identity. There are two main
facets to identity: the external and the internal. The external facet of identity is the
person that is shown to the world and is defined by interpersonal interaction. The
internal identity is kept private and consists of the person’s internal dynamics, prides,
and longings. The disparity between the external and internal facets of identity varies
among individuals. Fashion choices often consist of both external and internal
considerations—clothing can engender a reaction in the person wearing it and also is a
form of communication with other people (Jantzen, OeStergaard, & Vieira, 2006).
Some individuals emphasize their fashion choices a great deal, while others
spend little time or energy in procuring or choosing clothing. Although, without
doubt, there are a significant number of men who devote considerable time and energy
to their clothing choices, the stereotype that women are more interested in and put
more thought into fashion has been supported by research. Primarily, it is women who
make and read fashion blogs and spend more time on online clothing sites. They
spend more money, time, effort, and thought on their closets than men (Hourigan, S.
R., & Bougoure, 2012).
Most clothing is instantly identifiable as being designed for a woman or a man.
Of all the cultural influences, gender identity, or the respective roles and expectations
of men and women, is the most salient that is communicated by clothing. For women,
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fashion choice is intertwined with what it means to them to be a woman. Although
clothing for men and women seeks to meld practicality with aesthetic appeal, an
argument can be made that men’s clothes are more practical than beautiful and
women’s clothes are primarily stylish and visually appealing. The disparity between
the uses of men’s and women’s apparel has been more extreme in certain time periods
than in others and in some cultures than others (Voss, 2011). In most cases, clothing
can either make a woman feel more or less feminine. For some women, feeling more
feminine is something to be desired, whereas others use their fashion choices to feel
less feminine. Moreover, ‘feminine’ is a term that is defined differently by different
women, and women dress based on the type of woman they want to be or how they
want to present themselves (Jantzen et al., 2006).
For example, within the fashion world, pants have had a large symbolic value.
Pants used to be limited to male fashion. As society has progressed and women have
begun to take roles previously only filled by men, more women have begun to wear
pants. This was clearly visible in the United States in the 1970s. This single article of
clothing has become a symbol for power and independence. Rather than staying as a
masculine form of clothing, fashion designers began feminizing pants, allowing
women to maintain their feminine aesthetic sense without begin boxed into their
traditional roles with the according uniform. By many, this was seen as a sign of
liberation for women. Those who feel this way see it as significant that in countries
with more traditional values, especially some Arabic countries, women are forbidden
to wear pants and can be arrested for doing so (Voss, 2011). Also, though the
3

increased involvement of women in public life has been seen as liberation for women,
simultaneously it has in many ways increased the pressure on women to maintain a
good appearance as they will publicly interact more frequently (Wolf, 1991).
There are many different features of clothing that can serve to communicate
meaning, as is explained by Laura Volpintesta’s The Language of Fashion Design
(2014). For example, there is the function of clothing. Clothing used for different
purposes will need to be structured differently. Functions of clothing include comfort,
warmth, aesthetic, modesty, excitement, and more. Wearing the appropriate clothes
communicates readiness for the task to be performed. The color of clothing can
communicate emotions. Darker colors set a somber mood while brighter colors
communicate a brighter and more festive mood. Transparency and texture are sensual
aspects of clothes, as transparent fabrics appear to reveal what is concealed, and
texture invites touch. Contrast and movement create energy, while patterns can
convey a sense of logic. The shape of clothing is significant for, among other reasons,
the extent to which it fits around or alters the apparent shape of the body (Volpintesta,
2014). Clothing that clearly shows the shape of the individual’s form tends to be more
suggestive as it brings the body to mind. The cut of clothing draws the eye, and is
sometimes used to showcase physical attributes. Negative shape, when there is an
opening within clothing, dramatically draws the eye (Volpintesta, 2014). Accordingly,
some women try to use clothing to change the apparent shape of their bodies when
they are unhappy how their bodies look. Some women will avoid revealing, brightly
colored, or tightly fitting clothing in order to camouflage their bodies. Also popular
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are clothing that actually changes the shape of the body, such as Spanx. The higher
the dissatisfaction with one’s body, the more likely women are to engage in one or
several of these techniques (Trautmann, Worthy, & Lokken, 2007).
How a woman is perceived can be dependent on the context. A 2005 study by
Glick, Larsen, Johnson, & Branstiter found that when controlling for physical
attractiveness, women dressed provocatively in a work environment only encountered
negative reactions and low expectations of competence if they were in a position of
authority. However, for women in jobs with lower status, their manner of dress did
not appear to influence others’ opinions of their competence. In the eyes of society,
women fall into one of three categories, all with different expectations. The first is the
traditional domestic—this woman is expected to be a wife and mother primarily. The
second is the professional—this woman is expected to have a career and achieve a
position of authority and respect. The third is the sexualized woman—the expectation
is that this woman has neither a family nor a high-powered career and is primarily
interested in gaining male attention. All three categories have their own uniforms.
The domestic is expected to dress in comfortable, practical, and modest clothes. The
professional is expected to dress in conservative business attire. The sexualized
woman is expected to dress in provocative clothing. The different uniforms are
appropriate for different contexts; as such, women might choose to dress according to
the context in order to elicit the desired reaction (Glick et al., 2005).
The use of clothing as a form of communication is, in some ways, less direct
than overt verbal or written communications. However clothing choice serves one of
5

the most salient forms of communication as it is immediately noticed by others.
Whether intentional or not, a woman’s outfit conveys how she sees herself and how
she wants to be viewed by others. Moreover, it appeals to an intrinsic appreciation for
beauty, and women may feel that certain clothing can enhance their own
attractiveness. Enhancing attractiveness is a valuable goal for many American
women.

The Pressure on Women to Fit a Beauty Ideal

In American society, women experience constant pressure to maintain a certain
standard of physical attractiveness. Although there are standards for attractiveness for
both men and women, women experience the greater impact (Buote, Wilson, Strahan,
Gazzola, & Papps, 2011). Women often conflate their physical appearance with their
intrinsic identity, and believe that beauty and a good appearance are the main reasons
to be confident (Chedraui et al., 2010). The relationship between physical appearance
and the roles women play, both in and outside of their homes, is an important factor to
understand. The roles of women vary by context, and as such, they can choose to
physically present themselves differently to be consistent with the relevant role.
Standards of beauty vary from culture to culture, and also change over time.
As a culture shifts in its values and practices, so too does its idea of what it means to
be beautiful. This can clearly be seen in the changes of fashion trends in the United
States over the course of the last century (Hunt, Fate, & Dodds, 2011).
Unquestionably, both sexes are subject to beauty standards and face pressure to adhere
6

to them. However, the standard of beauty is stricter for women; it requires more time,
money, and effort because it is a larger departure from their natural appearance; and it
is more critical for their sense of identity (Goldman & Waymer, 2014). Some argue
that fashion codes liberate women because the more practical clothes of the last 40
years allow them more easily to work outside the home, and also allow for
independent self-expression. Others argue that this “liberation” has only made women
more vulnerable to objectification of a different kind and still unable to act based on
their true selves (Gallagher & Pecot-Hebert, 2007). Some argue that the
objectification of women has become more prevalent in the last 20-30 years as a
negative reaction to feminism. As women made tremendous strides forward in the
public arena by insisting on being valued for their ability to contribute to society, the
culture felt the need to balance this out by reducing them to a more basic level (Wolf,
1991). Therefore, despite advances, women still live in a patriarchal world; it is
simply manifested differently (Goldman & Waymer, 2014). Others argue that
manipulating their physical appearance to match the beauty standard gives women a
subjective sense of control. As they have been and are currently seeking their share of
control in society, this subjective feeling of control can help appease them, because it
prevents them from realizing that they are not given the respect they seek (Bordo,
2003).
Analyses by Murnen & Seabrook (2012) show that although men also care
about how they look, women will go to greater lengths to increase their attractiveness.
One estimate states that the average woman will spend $500,000 over the course of her
7

lifetime on procedures and products to make her more beautiful. Women are twice as
likely to diet as men to meet the culturally established beauty ideal in the United
States—thin and sexy. The vast majority of cosmetic procedure patients are women—
which then in turn enables them to dress in ways to flaunt their altered bodies. There
are no direct forces requiring women to act this way, but the cultural influences are
much more insidious, even mixed (Murnen & Seabrook, 2012).
The reactions of others often influences fashion choices, consciously or
otherwise. Women enjoy receiving compliments on their appearance and experience
an increase in self-esteem as a result. They are more likely to adorn themselves in a
similar way to be considered attractive with this kind of reinforcement (Bloch &
Richins, 1992). On top of the general self-esteem boost, many people are aware of the
constant evaluation and judgment they are subject to in their day-to-day interactions.
A woman’s appearance can impact how other people treat her, ranging from
interactions with friends to whether she gets hired or promoted (Durante, Li, &
Haselton, 2008). A woman is expected to dress in a way that her culture defines as
acceptable for the context in which she will be operating and the reaction she wants to
get from other people. In some cases, women have indicated that their self-esteem
largely depends on whether other people perceive her as attractive. Fashion choices
are generally perceived as either contributing to or detracting from a woman’s innate
level of attractiveness (Gallagher & Pecot-Hebert, 2007). Thus, looking beautiful
becomes a part of what it means to be a woman, and they actively seek out information
about what that looks like from TV, movies, and magazines (Duke & Kreshel, 1998).
8

To the extent that self-esteem impacts fashion choices, it is important to note
that self-esteem impacts people in similar ways across cultures. Those with positive
views of self tend to behave the same way from one culture to the next, as do those
with lower self-valuations (Brown, Cai, Oakes, & Deng, 2009). Across cultures, a
person’s self-esteem impacts how they will behave interpersonally. One study
compared how people who base their self-worth largely on their appearance behave
after a threat has been made to their self-esteem. People with overall high self-esteem
sought out the company of others, while those with low self-esteem chose to withdraw
and isolate themselves. As many Americans, women in particular, find a significant
portion of their self-worth from their appearance, this has implications not only for
what they wear, but how and to what degree they will interact with other people (Park
& Maner, 2009).
There is an additional impact of identity and body image becoming
intertwined. Identity is typically considered to be an internal and intrinsic matter.
However, whether one’s appearance is something of which to be proud is generally
based on feedback received from others. Therefore, women become largely dependent
on other people in order to define their own identity and value themselves (Clarke,
2010). Thus, using their clothes, women try to create their identity (Gallagher &
Pecot-Hebert, 2007).

9

The Role of Gender Identity

There are several theories as to how individuals internalize gender roles,
including psychoanalytic, social learning, and cognitive, but the general agreement is
that this happens in younger childhood (David, Grace, & Ryan, 2004; Duke &
Kreshel, 1998)). As children begin to individuate by gender, they learn the different
expectations that are attached to the roles of their gender (McKinley, 2011).
Bandura’s social cognitive theory postulates that a person’s environment impacts that
person’s behavior (Bandura, 2001). This is the process by which many researchers
believe men and women incorporate their beliefs about how women should present
themselves (Frison, Vandenbosch, Trekels, & Eggermont, 2015).
The emphasis on physical appearance is communicated by the larger culture to
girls growing up in the United States. As they grow up, girls are bombarded by the
media with the idea of what it means to be beautiful. The vast majority of Americans
watch TV and movies, and so these media are able to establish and reinforce the
beauty ideal of the culture. They not only communicate that a woman is supposed to
be beautiful to be worthwhile as a woman, but they also provide the operational
definition of female beauty. Even shows that purport to contradict this ideal still
manage to uphold it. For example, the show “Ugly Betty” was intended to contradict
this ideal, as the main character physically presents with several characteristics that are
inconsistent with the typical American definition of feminine beauty. Among others,
this included clothing that was very modest, fit poorly, with clashing colors. However,
given the title of the show, she is still first defined by her physical appearance, even if
10

the audience comes to appreciate her more substantive positive qualities. The message
is still that whether a woman is beautiful is her most salient feature, and unless she
wants to stand out negatively for being ‘ugly’, then she must conform to the standard
(Goldman & Waymer, 2014).
For some women, gender identity is a critical part of how they define
themselves. Others view it as being of lower importance. Moreover, there is not a
universal definition of what it means to be feminine. Within American culture,
traditional expectations of women have always been very clear. They are expected to
perform domestic duties, fulfill the role of nurturer within their home and social group,
act to attract male attention, and abide by the fashion and beauty standards set by the
larger society (Fiebert, 1990). The desire to conform to culture and to be accepted and
valued by peers is a natural part of the human way of thinking; many people at least
enjoy, and at most seek out, verbal expressions of that appreciation (usually in the
form of compliments). Women experience praise on their physical appearance more
frequently than do men, and will often present themselves in the same way as that
which was complimented. Thus physical appearance becomes a primary way women
evaluate themselves, and they look to the culture around them in order to interpret
what is considered to be beautiful (DiCanio, 2014). The culture to which women look,
however, is complex. A woman could be influenced by the culture of the United
States, that of her own ethnic culture, that of her religion, and/or that of her family
among other influences.
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The effect of age is unclear. Bulik’s study (2012) indicated the conflation of
appearance and identity is especially prevalent in younger women. As women get
older, participants appeared able to separate their sense of self from their outward
appearance (Bulik. 2012). Chedraui et al.’s study (2010) showed evidence that the
importance of physical appearance for self-esteem does not decrease. In this case, as
the ideal female form is that of a young woman, a woman’s sense of self-worth
decreases as she ages (Chedraui et al., 2010). There are likely a significant number of
women who would fit each of these descriptions.
Murnen and Byrne (1991) coined a term known as hyperfemininity to describe
a strong and rigid devotion to fulfilling stereotypical feminine gender roles, especially
in interpersonal relationships with men. Hyperfeminine women tend to believe that
personal success is the equivalent of having a heterosexual romantic relationship, and
they use their sexuality to achieve their personal goals. They often get more attention
from the opposite sex, which is something they seek out. One study’s (Nowatzki &
Morry, 2009) results implied that hyperfemininity leads a woman to be more
approving of sexualized dress and behavior in herself and in other women. This
supports the idea that women who are more strongly devoted to a feminine identity are
more likely to put energy into attracting male attention, and they will look to the
culture and the media to determine the best way to do that (Nowatzki & Morry, 2009).
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The Sexualized Beauty Ideal in the United States
As important as it is for women to meet this beauty ideal, they must discern the
best way to manifest the ideal. In the United States, the idea that the beauty ideal has
become increasingly sexualized has been strongly supported by research (American
Psychological Association, 2007). This reality is considered to be linked to lower selfesteem and higher risk behaviors—this association has received some support by
research, though it has also been disputed in the literature. While the positive or
negative nature of its impact might be debated, the reality of the tendency to sexualize
women’s appearance can be clearly seen.
Sexualization can be understood as defining a person’s value by the sexual
appeal of their appearance or behavior, imposing sexuality on a person, judging a
person’s attractiveness by how “sexy” they are, and objectifying a person by defining
her as an object for the sexual use of others (Roberts, & Zurbriggen, 2013). In 2007,
the American Psychological Association (APA) published the influential Report of the
APA Task Force on the Sexualization of Girls. In this report, the task force found that
sexualization of women is rampant in American culture. Sexualization was defined as
leading women to value themselves according to their sexual attractiveness and that a
critical role for women in society is to allow themselves to be used as sexual objects.
As such, there is a rigid and specific beauty and behavior standard to which they are
expected to adhere. The report concluded that these cultural messages have multiple
negative outcomes for girls and young women including, but not limited to, lower selfesteem, higher risk sexual behaviors, and lower educational achievement. It also
13

found that messages are sent that equate ‘beautiful’ with ‘sexy’. (American
Psychological Association, 2007). As women are making new strides in business,
politics, and other professional arenas, they are still expected to fulfill the majority of
domestic roles as well (Bartky, 1990). “What was formerly the speciality of the
aristocrat or courtesan is now the routine obligation of every woman, be she a
grandmother or a barely pubescent girl” (Bartky, 1990).
There have been many studies that demonstrate the kind of negative attention
that women can receive when dressed in a more provocative way. Primarily, the
research has focused on the prevalence of sexual objectification of women. Generally
this is assumed to be something men to do women; however, women also objectify
other women. They are more likely to do this when the women at whom they are
looking are dressed in revealing or suggestive clothing (Gurung & Chrouser, 2007;
Holland & Haslam, 2013). Another factor is the perceived physical attractiveness of
the female subject. More attractive women are more likely to be evaluated primarily
for their physical attributes, especially when wearing provocative clothing (Holland &
Haslam, 2013). Also, when looking at women wearing suggestive clothing, women
are more likely to objectify themselves by evaluating themselves on their physical
appearance. In other words, a woman is more likely to judge herself primarily by her
evaluation of her own physical appearance when looking at another woman wearing
sexualized clothing (Gurung & Chrouser, 2007).
Internalized standards can have external consequences. There are jobs and
other opportunities that are exclusively marketed to those deemed attractive.
14

Additionally, even if not exclusive, individuals viewed as being more attractive are
more likely to achieve opportunities than those who are seen as being less attractive, in
a form of socially acceptable discrimination. As a result, those that feel unattractive
sometimes go to great lengths to alter this status (Berry, 2007). When it has had so
many negative effects for women, why do women continue to participate in their own
objectification and that of other women? Some say it is because women feel
empowered when they present themselves as sexually attractive (Smolak & Murnen,
2011). On the other hand, many feminists view advocating for modest dress as
injurious and oppressive to women (Hahner & Varda, 2012).
Sexual objectification comes not only from the outside, but also from within
the person. Sexual objectification stems from a desire to behave in accordance with
cultural expectations, and the woman accordingly evaluates herself to determine how
other people will react to her. As women are aware that they will be evaluated
according to their appearance, they look at themselves the same way. If they find
themselves to be discrepant from cultural standards, they will adjust. With time, they
adjust their own personal standards to internalize the standards which had been
external. Eventually, they are no longer aware of acting to assent to external
standards, and they are only aware of acting on their own internal sense. Therefore,
their own self-objectification seems normal because they have been internalizing that
standard since a young age (Quinn, Chaudoir, & Kallen, 2011). However, once they
again become explicitly aware of this trend, they can monitor their own reactions. As
one woman said, “To judge people based on their bodies, or like, their outfits, or their
15

hair, make-up, and all this stupid shit that we’re trained to judge people on. And then,
it's really hard not to do it. Which sucks, obviously.” (Randazzo, Farmer, & Lamb,
2015).
One study found a tendency in women to feel pressure to look more attractive
as compared to other women for the purpose of gaining male attention (Cashdan,
1998). Another study monitored women’s reactions to potential rivals (Hazlett &
Hoehn-Saric, 2000). When shown pictures of women at various levels of
attractiveness, the participants reacted immediately. Their body language was
interpreted to demonstrate higher levels of defensiveness when shown pictures of more
attractive women. The conclusion was that women respond with a visible level of
hostility to attractive women, because the other woman is viewed as a rival for male
affection (Hazlett & Hoehn-Saric, 2000).
The belief that men are, at least initially, primarily focused on a woman’s body
is not without merit. Murnen, Poinsatte, Huntsman, Goldfarb, and Glaser, (2015)
found that men place much greater emphasis on a potential partner’s body silhouette
than do women. These researchers concluded that men are also affected by the
messages they receive from media outlets. They based this conclusion on their
observation that the men who placed greater importance on body type were also those
who reported greater media consumption.
A somewhat new area of research has been to determine whether women dress
differently at different phases in their ovulatory cycle. One study conducted by
Durante, Li, & Haselton (2008) found this to be true, but dependent upon different
16

factors. In this study, women were photographed in whatever clothes they chose to
wear and were also asked to illustrate outfits for different purposes at different points
in their cycle. One significant factor was the context—clothing was more likely to be
impacted when being chosen for a social or romantic purpose, such as a date. Also,
women were more likely to choose more revealing clothes if they were romantically
unattached and if they had a more open attitude towards casual sexual behavior. The
most dramatic changes were in the outfits illustrated by women rather than in the
clothing which the women wore to be photographed for the study. Another interesting
component was that women who had lower levels of body satisfaction were more
likely to dress in revealing clothes. This led the authors to conclude that dressing in a
“sexy” way helps some women compensate for their self-perceived unattractiveness.
They theorized that women choose clothing that will make them more competitive in
the dating market. This choice must be balanced by the sense that wearing revealing
clothes can also have negative consequences, such as being viewed as unintelligent or
immoral. Women who view themselves as unattractive are willing to risk the negative
consequences of wearing revealing clothes to make themselves more competitive.
Women who believe themselves to be attractive do not experience a need to display
their body to receive male attention (Durante, Li, & Haselton, 2008).
In a different perspective, evolutionary theory states that people adapt in order
to be able to compete for resources, especially limited resources. In a sense, for
women, men can be viewed as a resource. Men are the socially expected financial
providers and are necessary for the reproduction of the species. Therefore women
17

compete for male attention. Because men highly value physical attractiveness, women
compete through trying to be more attractive than each other. Also, women will
disparage other women in order to raise themselves in their mind (Fisher, 2004).
However, this theory has at times been disputed. For example, one study indicated
that men consider physical attractiveness to be important and women engage in
behaviors that could be interpreted as competitive and aggressive; however,
relationship status did not significantly alter women’s behavior. In other words,
women who were potentially looking for a new romantic interest were not
significantly more likely to engage in these behaviors than were women who were in
relationships and therefore presumably uninterested in a new partner. This
demonstrates the importance women place on being competitive for male attention; as
previously stated, fashion choices are one of the most common tactics women use to
compete (Fisher, Tran, & Voracek, 2008).

The Impact of the Media

The message that women must present themselves in a sexualized way to
garner male attention is found in multiple media outlets. This includes magazines,
television shows, and movies. Some have pointed out that today’s media would have
been viewed as pornographic, and in some cases are viewed as “soft-core”
pornography, but are available to anyone with a computer or television set (Nowatzki
& Morry, 2009). This not only includes sexual behavior, but also sexually suggestive
dancing, walking, and clothing, as well as a cavalier attitude toward nudity.
18

Moreover, women depicted in the media do not seem to resist their own objectification
or that towards other women (Nowatzki & Morry, 2009). It is common in most
countries for women to be stereotyped in the media. However, it is unique to western
societies that they are heavily sexualized (Nam, Lee, & Hwang, 2011).
The messages of rampant sexualization and objectification of women are
received early in life, due to these messages being so common in the media. One
study found that young girls, even as young as 6 years old, chose a sexualized image
of a doll as the “ideal image” for a girl over a nonsexualized image (Starr & Ferguson,
2012). However, this is generally not fully conceptualized until adolescence, which is
appropriate given the developmental tasks undertaken at that time. According to
Erikson, the most important stages during the time of adolescence into young
adulthood are Identity vs. Role Confusion and Intimacy vs. Isolation. During this
time, adolescent girls are conceptualizing for themselves their identity and what it
means to be a woman in American society, and then in turn discovering the role of
intimacy in their lives. As they begin to desire to have romantic relationships, their
appearance is perceived to have a critical role in being able to successfully do achieve
and maintain romantic relationships (McKinley, 2011). For example, women who
define their identity and derive their self-esteem from relationships tend to be much
more vigilant about their outward appearance (Sanchez & Kwang, 2007). Some
young women struggle to reconcile their ambition—which requires them to behave in
ways that are traditionally considered to be masculine—with their inclinations towards
romantic relationships—which calls on them to be more feminine (McKinley, 2011).
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In a survey of girls’ reception of magazines, the participants appeared to give
greater weight to advice regarding appearance or behavior if it was presented as
coming from a boy. Although girls acknowledged that it would be better not to
depend so heavily on boys’ opinions, they still believed they should heed those
opinions (Duke & Kreshel, 1998). In another study that surveyed magazines geared
toward adolescent and young adult women (without talking to their readership), a
trend was noted of phrases such as “sexy hair he’ll love.” The conclusion of this
observational study was that magazines encourage women to customize their
appearance based on what men are expected to find attractive. Moreover, maleapproved appearance tends to be sexualized (Garner, Sterk, & Adams, 1998).
Media also sends the message that women must compete for male attention
(Ward, Rivedeneyra, Thomas, Day, & Epstein 2013). The media standard for
sexualizing women can be found in music videos (Dixon & Brooks, 2002). This is
especially true for female dancers in male singers’ videos. However, this is also the
case for female singers, who are frequently more sexualized than male singers (Hansen
& Hansen, 2002; Gow, 1996). Magazines send messages to young women that the
only power inherent to women is through their ability to be attractive and seductive
(Duffy & Gotcher, 1996). Magazines’ sexualization of women has increased
substantially over the last three decades. This begins with adolescent women and
continues through adulthood, and can be found in articles, photo shoots, and
advertisements, and includes pictures as well as endless resources for women to
increase their sex appeal (Graff, Murnen, & Krause, 2013). An examination of Rolling
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Stone covers over a number of years showed that although both men and women are
sexualized more than previously, sexualized imagery of women has increased more
than the same kind of images for men (Hatten & Trautner, 2011).
In television shows, female characters are significantly more often sexualized
than men, even when the context of the story is not sexualized (Collins, 2011). When
girls, teenagers, and young women view female characters in media that are portrayed
positively, they identify with those characters and begin to emulate them (Hoffner &
Buchanan, 2005). In one study (Kim et al., 2007), researchers watched several
television shows to examine how male characters are shown to be responding to
female characters. They found several trends. First, they saw that male characters are
preoccupied with women’s bodies. In shows, men often ogle and objectify women,
and this is seen to be acceptable and appropriate male behavior. Second, men are
preoccupied with sex. Male characters are constantly talking about, daydreaming
about, or trying to engage in sex. Third, male characters are the pursuers. They are
the initiators of romantic and/or sexual contact. Female characters, if they desire
attention from or interaction with the opposite sex, must present themselves in such a
way as to encourage the wanted reaction from men. They cannot seek it out directly.
There were also trends noticed among the female characters. First, they objectify
themselves and other women. They evaluate themselves and other women primarily
on their appearance, and appear to enjoy behaving in ways that flaunt their bodies.
They also encourage each other to dress in a way that will appeal to the opposite sex.
Second, female characters judge others and themselves by their sexual behavior.
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Negative judgment comes on both ends of the spectrum. Whether behaving in a way
that is perceived as too sexual, or behaving in a way that is perceived as too
conservative, she is judged equally handily. Third, women are seen as being deeply
dissatisfied with their lives unless they have a boyfriend or a husband. This is in
contrast to the male characters, who are seen as being able to be content while being
single. Essentially, the overall message is that women need to have a relationship with
men. Since men do not have an equal need for committed relationships, but they are
the ones to initiate them, women must be able to entice them. In doing so, they
compete with each other to be the closest to what a man would like. Since men are
seen as being preoccupied with a woman’s physical appearance and with sex, this is
the arena in which women focus on being the best (Kim et al., 2007; Jennifer, 2007).
The literature shows that, within American culture, the notions of “beauty” and
“sex appeal” have become increasingly conflated. Women who place great
importance on their physical appearance can be drawn towards making themselves
look “sexy,” due to the fact that the value of sexual attractiveness is communicated by
virtually every media source. Sexual attractiveness helps women achieve the
intentions they set by presenting themselves in an attractive light, whether those
intentions involve gaining attention, approval, or personal satisfaction.

The Modesty Movement

There is a movement that is defined by wanting to move against the cultural
sexualization of women found in American culture, primarily through encouraging
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modest dress among women. This movement is the Modesty Movement. The
Modesty Movement has two overlapping branches: the moral branch and the feminist
branch. The moral branch is dominated by those who believe in modest dress for
religious reasons. They believe that immodest dress can be sinful in itself, but also
that there is a link between immodest dress and (what they perceive to be) immoral
sexual behavior. The feminist branch argues that modesty is a good shield against
objectification and encourages the woman herself and others to view her true self and
value her for qualities other than her body. Many people who advocate for modesty
tend to use some combination of these two lines of reasoning.
Despite the increasing cultural approval of the sexualized appearance of
women, several organizations, as well as individuals, support the idealization of a
modest form of dress. In some cases, this draws from a religious tradition that has
remained unchanged as trends developed. In other cases, it is a reaction to the cultural
sexualization of women. Supporters for modest dress frequently combine both
arguments in their rationale. There has been intense disagreement between women
who advocate for modest dress, and those who advocate against restricting one’s
fashion choices based on modest sensibilities. Both sides of the debate argue their
point based on how they interpret women to be treated in American society, and their
point of view on the most effective method of female empowerment (Hahner & Varda,
2012).
Many cultures historically—if not presently—favored modest fashion for
women. These have included long skirts, covered arms, covered hair, high necklines
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(Andrews, 2011). For women in the LDS church, dressing modestly is in keeping with
their beliefs about how best to exemplify the feminine identity. They see a link
between immodest dress and sexual impurity. In one study, women reported believing
that dressing in a sexual way encourages other people to view them in a sexual way,
and also encourages them to think of themselves in such a way. They also felt it
affected their relationships, leading to relationships not primarily based on sexual
behavior, which they view as being healthier. They also see it as a matter of respect
for self, respect for others, and respect for God. “Modesty shows respect for our own
bodies, that they are not for all to see. It also shows respect for our souls by not
placing all emphasis for beauty and attractiveness on the outward appearance”
(Blakesley, 2009). While they expressed awareness that dressing modestly does not
guarantee protection against objectification, they believe it provides some protection
(Blakesley, 2009).
Modesty isn’t about your closet, it’s about having a heart
bold enough to throw aside that which society tells us,
and hold on to that which God tells us: That we are a
beautiful creation wrapped in the wonder and glory of
the perfect artist. Today’s world of advertising will
never tell you that. Girls, you will never hear an
advertisement tell you how beautiful you already are.
Instead, it will tell you how beautiful you will become if
you do this or buy that. And, even more disappointing,
that end result of “beauty” will have nothing to do with
your true self; it will have everything to do with the
exploitation of your sexuality. Guys, you will rarely see
an advertisement that encourages you to be a respectable
man who spends his whole life loving one woman, but
you will see plenty that tell you success is measured in
how many scantily clad females your deodorant can
attract (Howell, n.d.).
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Defining modesty is difficult, since, like culture, it has no universally accepted
definition. Moreover, modesty has conflicting connotations. Some view modesty as
behaving out of respect for oneself, one’s community, and one’s culture. Others see
modesty as stemming from a sense of shame (Andrews, 2011). Like fashion, modesty
is a multi-faceted concept. Participants in one study defined modesty as incorporating
clothing, behavior, belief in modesty as a value, general cultural norms, and
interpersonal interaction. It involves how a woman sees herself and how others
perceive her (Andrews, 2011).
The operational definition of modesty varies based on the value and belief
system of the woman who is choosing to dress that way. For example, Muslim and
Orthodox Jewish women frequently believe that modesty includes covering the hair,
whereas modern Christian women in most denominations generally do not see this as
an intrinsic element of modesty. Christian women tend to focus more on the cut of
skirts and shirts (Hahner & Varda, 2012). Modesty is considered to be important for
religious women, including followers of Judaism and Islam, for multiple reasons.
These include purity, their view of femininity, self-respect, and respect for others
(Andrews, 2011). Religious advocates of modesty have been around since fashions
started to change. In the 1920s, a campaign led by Catholic women advocated that
women should dress more modestly (Signed pledge for modesty in dress asked from
700,000 Catholic women, 1924). Brigham Young, the second president of the
Mormon Church, urged women towards modesty, and in so doing preserve their
morality. Modesty was viewed as a protection against what was viewed as immoral
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sexual behavior, and helped men and women preserve their chastity. They believed
this helped them behave as God wanted them to behave (Blakesley, 2009).
Depending on how one defines modesty, there are various sources for modest
inclinations. Some examples can be found in the Andrews (2011) study, which
examined attitudes of Jewish women towards modesty. For the first group, their
inclinations toward modest dress and behavior came from beliefs about ageappropriate behavior. The second group was motivated towards modesty by cultural
and religious values. The last group was motivated to dress modestly primarily by
body image concerns. In the first group, modesty motivated by maturity focused more
on behavior and interpersonal interactions rather than clothing. Nonetheless, the
women interviewed classified revealing clothing worn by younger women as
“embarrassing” and indicative of low self-respect. Women in this group, who were
motivated by beliefs about age-appropriate behavior, made clothing choices
independently, rather than being informed by an external cultural or religious
influence. The women in the second group, who valued modesty for religious reasons,
viewed modesty as a critical component of being Jewish, and they viewed being
Jewish as a fundamental part of their own identify. Similar to the first group, women
with religious motivations viewed modesty as a measure of self-respect and believed
that many women in modern American society dress immodestly. Despite the choice
being informed by their culture and religion, the women in this group felt they chose
freely to be modest and did not feel they were forced to do so. They viewed modesty
as a character strength. The third group in the study dressed more conservatively due
26

to concerns regarding body image. In contrast to the other two groups, the women in
this group viewed modesty as an expression of low self-esteem. They also stated they
would dress more provocatively if they had a more positive body image. Overall, this
study showed that women can have many different motivations for dressing modestly,
whether it is due to a concern for what they believe to be appropriate, their religious
beliefs, or due to body-image concerns (Andrews, 2011).
Several advocates of modest dress, as is indicated by Hahner & Varda (2012)
have encouraged young women to view dressing modestly as a mode of
empowerment, rather than as an act of oppression. They say that, due to the
omnipresent objectification of women, dressing modestly gives women a layer of
protection from being seen this way, and therefore they would be valued for more
significant characteristics. As women are often undervalued for these characteristics,
modesty can be viewed as a way of ensuring respect. Moreover, they argue that as the
cultural expectations are for women to dress and behave in a more sexualized manner,
dressing modestly requires a more independent choice, which then involves individual
empowerment. According to its advocates, modest dress is best when driven by a
woman having enough respect for the physical, psychological, and spiritual
components of her identity to not reduce herself to a sexual object. Moreover, so
advocates say, women can achieve a positive body image through their own selfacceptance, rather than relying on the attention of the opposite sex (Hahner & Varda,
2012).
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According to Hahner & Varda (2012) critics of the so-called Modesty
Movement do not argue with religious devotion, but instead take issue with the
Movement’s apparent usage of feminist logic. They argue that choosing fashion based
on modest guidelines is in contradiction with the feminist movement for two main
reasons. First, they argue, modest dress is old fashioned and is more appropriate for a
time when women were kept in the home and prevented from having public influence.
Second, they point out the link between modest dress and sexual behavior, and say that
modest dress inhibits a woman’s sexuality, which she should be permitted to act on
however she sees fit. Some advocates of modesty do believe in more traditional
gender roles, and say that the primary role of modesty is to help prepare a woman to
be a good wife to her husband. However, more often, they are not advocating for
women to withdraw from the public sphere. Instead, they consider themselves to be
the “third wave” of feminism. They also argue that provocative clothing is doing
feminism intrinsic harm, because many women do not enjoy being objectified. If an
objectified woman is society’s image of an empowered woman, women will instead
return to more traditional ways of viewing themselves. In some cases, women have
been drawn to either become more devoted to their faith or even convert to a religion
with which they had not previously identified due to their frustration with the
prevalent sexualization of women (Hahner & Varda, 2012).
Clearly motivations to advocate for modest dress can vary. Religious
organizations and individuals believe that dressing modestly encourages purity and
holiness. Another argument is that dressing modestly helps protect the dignity of the
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woman, and it prevents her from being reduced to a sexual object. Modesty
proponents do not agree with the logic that increased freedom to dress in a sexually
provocative way is a positive association with the enhancement of women’s place in
society; rather they argue that women can better elevate and protect themselves by
refusing to allow their own objectification.

Modesty and Religion.
Primarily, advocates of modest fashion identify as members of more
conservative wings of the Christian, Judaic, and Islamic religions. This has resulted in
an unexpected coalition between the Abrahamic faiths that most often seem to have
little in common, and has allowed for inter-religious dialogue. All agree that modesty
allows women to have more control over their bodies and helps to maintain sexual
purity, which is commonly dismissed in modern American culture (Hahner & Varda,
2012).
In the Andrews study (2011), although the women who chose to dress
modestly for religious reasons viewed it as a free choice, women in the other groups
felt that modesty was imposed upon those who were more religious. Very often,
religions that value modesty are seen as oppressive towards women. Though this view
is not solely due to the importance placed on conservative dress, the emphasis on
modesty is viewed as an example of oppression. However, frequently when religions
are studied at greater depth, they can be seen to be much more complicated than they
appear at first glance, and in fact, highly value women, though they interpret feminine
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identity differently than does secular culture (Fay, 2010). For example, although the
Islamic religion is often criticized for its treatment of women, many Muslim women
believe that women in Western countries are treated poorly because they are constantly
objectified (Morgan, 2005).
Women from some religions are attempting to walk a middle line and provide a
way for women to be both modest and stylish. Muslim lifestyle magazines look to
navigate the fashion industry with elements of the Muslim concept of modesty. One
of the most symbolic elements for Muslim women of that modesty is the wearing of
the hijab, which is, from the view of these magazines, an individual choice. Many
Muslim women choose to wear the hijab for many different reasons. As this tends to
make them more noticeable than women from other cultures, some women from this
culture feel especially motivated to fit the hijab in with the rest of their attire. This
does not mean they are willing to abandon their distinctive way of dressing, because
within that culture, it is an important way of expressing their devotion; they simply
want to be able to do both (Lewis, 2010).
Modesty is an important consideration for some Muslim women in all contexts.
One study determined that Muslim-American women’s decision whether to participate
in athletics would be strongly impacted by the clothes they were expected to wear
(Nakamura, 2002). For example, MuslimGirl.net is a lifestyle website for Muslim
teenagers and young women, with a section that guides girls on how to be both
fashionable but also heed the modest guidelines of their faith.
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Other groups have tried to integrate their sense of modesty with mainstream
fashion. Mormon women in the late 1990s led a campaign based on their complaints
that it was difficult to find modest clothing in their local clothing stores, using the
slogan “Modesty is not a trend. Modesty is a style.” Fashion shows hosted by
Mormon women have featured fashion in keeping with their beliefs. Others have
started their own clothing companies marketing to women. Since then, other Christian
denominations have followed suit. A Catholic company, known as Pure Fashion,
marketed to teenage girls in order to help them “re-affirm their innate value and
authentic femininity” (Blakesley, 2009). The OAK is a blog written by a Jewish
woman dedicated to making “fashion and modesty meet harmoniously.” In 2013, the
author published a post dedicated to celebrities in Hollywood whom she believed best
exemplified that mixture, including Kate Middleton, Ivanka Trump, and Michelle
Obama (The Top Ten Most Awesomely Modest Women In Hollywood, 2013).
Clearly there is an interest for women in several different religious groups about being
able to dress modestly and appealing to the style sense of the modern teenage girls and
young women. The so-called ‘Modesty Movement’ has attracted the attention of
several branches of the mainstream media over the years (Blakesley, 2009).
With regard to the Islamic faith, the dress code is interpreted by some nonpractitioners within the context of the religion as a whole. The religion is commonly
viewed as patriarchal and oppressive to women; the standards for dress are viewed as
being consistent with this view. Although both men and women have required
standards for modesty, women are perceived to have stricter guidelines. Specifically,
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they are expected to cover more of their body, especially in some countries where
women are allowed only to show their eyes, hands, and feet while in the presence of
men outside immediate family. The actual guidelines vary by nation and/or Islamic
sect (Syed, 2010).
Modesty and Ethnicity.
The research on attitudes toward modesty of ethnic cultures is very limited.
However, one study found that Mexican American women tended to show strong
favorable attitudes toward modest dress as an outward sign of proper internal
comportment. This study showed that women from this culture are uncomfortable
thinking or talking about sex, and revealing clothing brought this to mind for them
(Gigstad, 1994).

Fashion plays a large role in the lives of many women. Women spend a great
deal of time, money, and energy on what they wear. Ostensibly, they do this because
they feel the clothes they choose will serve them best in the roles they play and
because they find the chosen clothing aesthetically pleasing. However, there are
several layers of meaning to fashion choices. While there is a general cultural attitude
communicated largely by the media regarding fashion, all messages are mediated by
the cultural context of each individual. Although there is a great deal of anecdotal
evidence indicating that religious individuals have negative attitudes towards sexually
provocative clothing, this has not been examined quantitatively. Moreover, there has
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been very little research regarding how women of different ethnic origins view
fashion. It is these cultural contexts that this study will explore.

Purpose of the Study
The purpose of this study is to determine if there is a relationship between
ethnic identity, religious identity, and attitudes towards sexually provocative clothing.
Because there has been virtually no research regarding the potential relationship
between ethnic identity and attitudes towards provocative clothing, this will be an
initial effort to examine whether this relationship exists. In addition, although there
has been anecdotal evidence about religious individuals’ beliefs about modest dress,
and religious organizations have clearly stated their preference, there has been no
effort to examine a sample of individuals to determine the existence of a relationship
between religious beliefs and attitudes towards sexualized dress. Therefore, this study
is also an early step to examine the potential relationship between religious identity
and attitutes towards sexually provocative dress. Whether there is a relationship
between these variables will be determined by a quantitative analysis of data collected
from women via an online survey completed by a community based sample. The
sample will be gathered by contacting women via e-mail and social media from
graduate school programs, professional listservs, religious organizations, cultural
organizations, female sports teams, and multiple organizations whose participants are
primarily women.
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Research Questions

Research Question 1: Is a woman’s ethnic identification, and the strength of that
identity, related to positive attitudes regarding sexually provocative clothing.
Hypothesis 1a: There will be a statistically significant relationship between ethnic
identity and attitudes regarding sexually provocative clothing.
Hypothesis 1b: The strength of ethnic identity and positive attitudes regarding
sexually provocative clothing will have an inverse relationship.

Research Question 2: Is a woman’s religious identification, and the strength of
her religious beliefs, related to positive attitudes regarding sexually provocative
clothing
Hypothesis 2a: There will be a statistically significant relationship between
religious identity and critical attitudes regarding sexually provocative clothing.
Hypothesis 2b: The strength of religious identity and positive attitudes regarding
sexually provocative clothing will have an inverse relationship.
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Research Question 3: Is there an interaction effect between the strength of
religious identity and ethnic identity regarding attitudes toward sexually
provocative clothing
Hypothesis 3: The relationship between the strength of ethnic identity and
attitudes towards sexual provocative clothing will be changed by the strength of
the strength of the participant’s religious identity.
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Methodology
Measures
The survey used in this study includes: a demographic questionnaire created
for this study (Appendix A); an ethnic identity measure, the Multigroup Ethnic
Identity Measure (Appendix B); a religious identity measure, the Assessment of
Spirituality and Religious Sentiments (ASPIRES) (Appendix C); and a Likert-scale
questionnaire to measure attitudes toward sexualizing aspects of clothing (Appendix
D).
Ethnic identity is defined as the degree to which a participant’s ethnicity
impacts their own sense of identity, as well as the degree to which that ethnicity gives
them a sense of belonging. This factor will be measured by the revised Multigroup
Ethnic Identity Measure. The Multigroup Ethnic Identity Measure was first developed
in 1992 by Dr. Jean Phinney. Since then, it has been revised twice, once in 1999 and
again in 2007 (as the MEIM-R). Its purpose throughout revisions was to measure two
primary factors of ethnic identity which the authors call exploration and commitment.
Commitment is considered to be based on a positive valuation of one’s own ethnic
group and a sense of belonging, whereas exploration is defined as actively seeking out
knowledge about one’s ethnic group. In its current form, the MEIM-R is a self-report
measure consisting of 6 items with Likert-scale responses. An example of an item is
“I have spent time trying to find out more about my ethnic group, such as its history,
traditions, and customs.” Phinney and Ong (2007) reported that factor analysis
indicated adequate internal consistency: a Cronbach’s alpha of .83 for exploration and
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.89 for commitment. Also, for the scale in full, analysis yielded a Cronbach's alpha of
.81. Yoon (2011) conducted confirmatory fit analyses to examine the construct
validity of the MEIM-R. For Caucasians, the confirmatory fit index yielded was .97
and the standardized root-mean-square residual was .04. For minority individuals, the
confirmatory fit index was .98 and the standardized root-mean-square residual was
.05.
Religious identity is defined as how an individual labels herself according to
her religious beliefs, the strength of those beliefs, and the degree to which those beliefs
impact the individual’s life and become integrated with her identity. In this study, this
factor will be measured by the Assessment of Spirituality and Religious Sentiments
(ASPIRES), developed by Dr. Ralph Piedmont in 1999. The ASPIRES scale was
designed to assess spirituality and religiosity dimensions for individuals across a
variety of faith traditions, as well as for persons who do not ascribe to any faith
tradition. Its current form is a 35 item self-report measure, divided into two parts. The
first part is the Spiritual Transcendence (ST) scale, which consists of 23 items and
three subscales: Prayer Fulfillment, Universality, and Connectedness. All items on
this scale are answered by a Likert-scale response based on the degree of agreement
with the statement. A sample item from this scale is “I meditate and/or pray so that I
can reach a higher spiritual level.” The second part, the Religious Sentiments (RS)
scale, consists of 12 items and includes two subscales: Religiosity and Religious Crisis
subscales. A sample item from this scale is “To what extent do you have a personal,
unique, close relationship with God?” All answers were coded numerically. For
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example, answer options on the Spiritual Transcendence scale were Strongly Disagree,
Disagree, Neutral, Agree, and Strongly Agree; on the ST scale, the answer “Strongly
Disagree” was coded as a 1, and “Strongly Agree” was coded as a 5. Then, answers
were summed together for a total score. This score was used in the analysis. Frank
Bernt (2014) reported the internal consistency scores are adequate for the ST and RS
scales: .86 and .78 respectively. Also, Piedmont (2010) reported adequate predictive
validity on other measures related to spirituality with a median R2 score of .15.
Attitudes regarding clothing will be measured by a questionnaire which was
developed for this study; this questionnaire consists of a Likert-scale measuring
attitudes toward several sexualized characteristics of clothing. The scale includes two
components: measuring attitudes towards sexualized characteristics of clothing and
measuring the likelihood of wearing sexualized clothing to different kinds of events.
The characteristics of clothing included in the scale are: tight-fitting dress, skirt, or
leggings; mid-riff baring outfit; showing cleavage; high-heeled shoes; skirt or shorts
cut higher than the knees; animal print clothing; and clothing made from black or red
leather. The events included in the scale were: school/work, a family gathering, a
social gathering, a religious service, and a date. Several sexualizing characteristics of
clothing were included primarily for two different reasons. The first was that words
such as ‘modest’ or ‘sexualized’ can imply judgmental attitudes. The second was that
the definition of ‘modest’ or ‘sexualized’ can vary from person to person. Several
events were included in the scale because it is socially expected to dress differently,
with more or less formality, at different kinds of events. Providing specific kinds of
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events was intended to make completing the scale easier for participants, as they
would have a clearer idea of how they would be hypothetically choosing their
clothing.

Process
Due to the fact that all scales involved use a Likert-scale format, the results of the data
will be analyzed using a correlation analysis to determine if there is a significant
correlation between the factors. Analysis of attitudes toward sexualized clothing will
include overall attitudes, attitudes toward different aspects of sexualized clothing (e.g.
wearing a high heel), and attitudes toward wearing sexually provocative clothing to
different occasions (e.g. school/work).
For the Hypothesis 1, an ANOVA analysis will be used to compare attitudes among
different racial groups. Paired-sample T-Tests will be used to compare attitudes
among different conditions within ethnic groups. A regression analysis will be used to
determine if there is a relationship between the strength of ethnic identity (as measured
by the MEIM-R) and positive attitudes regarding sexualized clothing.
To test Hypothesis 2, an ANOVA analysis will be used to compare attitudes among
different religious groups. Paired-sample T-Tests will be used to compare attitudes
among different conditions groups. A regression analysis will be used to determine if
there is a negative relationship between the strength of religious identity/devotion (as
measured by the ASPIRES scale) and positive attitudes regarding sexualized clothing.
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To test Hypothesis 3, a 2-way ANOVA analysis will be used to determine whether
there was a combined effect between ethnic and religious identity towards attitudes.
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Results

SUBJECTS: A total of 175 participants were recruited for this study. All 175
participants were women living in the United States. The age of participants spanned
from 18 to 84, though the sample was largely between the ages of 18 and 34. Of the
total 175 participants, 55 identified as Catholic, 7 as Lutheran, 6 as Methodist, 3 as
Episcopalian, 11 as Baptist, 4 as Presbyterian, 18 as Other Christian, 3 as Jewish, 10 as
Muslim, 4 as Hindu, 1 as Buddhist, 40 as Atheist or Agnostic, and 12 as Other Faith
Tradition. Due to the low frequency, during data analysis, the response of the
individual who identified as Buddhist was recoded as Other Faith Tradition. Also, for
additional data analysis, participants were grouped into the following categories:
Christian, Non-Christian faith, and Atheist/Agnostic. All analyses that grouped
participants by religious identity were performed with both the 11-group variable and
the 3-group variable. Of the 175 participants, 14 identified as Hispanic or Latino, 7
identified as Black or African American, 129 identified as White, 1 identified as
American Indian or Alaska Native, 17 identified as Asian, and 7 identified as Other.
Due to the low frequency of the response, for the data analysis, the response of the
individual who identified as American Indian or Alaska Native was recoded as Other.
This summary is reported in Appendix E.
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Hypotheses 1 a-b: There will be a statistically significant relationship between
ethnic identity and attitudes regarding sexually provocative clothing. The
strength of ethnic identity and positive attitudes regarding sexually provocative
clothing will have an inverse relationship.
An ANOVA analysis was performed to compare attitudes among different racial
groups. Paired-sample T-Tests were conducted to compare attitudes among different
conditions within ethnic groups. A regression analysis was used to determine if there
is a relationship between the strength of ethnic identity (as measured by the MEIM-R)
and positive attitudes regarding sexualized clothing.
This analysis showed that, overall, there were no significant differences between
ethnic groups regarding sexually provocative aspects of clothing (F(4, 171) = 1.07, p =
.37). Additionally, there was no significant difference between participants’ ethnic
identity and their reported likelihood of wearing clothing with sexually provocative
elements at different types of events. Also, across the whole sample and within
individual ethnic groups, regression analysis showed that strength of ethnic identity
did not play a significant role in attitudes towards sexually provocative clothing (b =
.11, t(175)=1.47, p=.14).
There were no significant differences found between members of different ethnic
groups regarding sexualized clothing regarding occasions. There were also no
significant differences found between members of different ethnic groups regarding
specific aspects of sexualized dress. However, there were significant differences
between ethnic groups regarding attitudes towards one aspect of sexualized dress:
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“skirt or shorts cut higher than the knees” (F(4, 171) = 5.18, p = .00). The Tukey posthoc test showed that participants who identify as White (M=3.46, SD=1.21) reported a
significantly higher likelihood of choosing to wear a skirt or shorts cut higher than the
knees than participants who identified as Black or African American (M=2.03,
SD=1.39) (p = .02) and participants who identified as Asian (M=2.46, SD=1.41) (p =
.02). Tables detailing these results, including a report of R2 by population, can be
found in Appendix F.
Finally, due to the overall small sample size, and especially the two smaller withinsample groups (Black/African American and Other), low statistical power may have
played a role in limiting the significance of some of the statistical comparisons
conducted. A post hoc power analysis revealed that on the basis of the mean, betweengroups comparison effect size observed in the present study, a total sample size of 200
would be needed to obtain statistical power at the recommended .80 level, evenly
distributed among groups.

Hypotheses 2 a-b: There will be a statistically significant relationship between
religious identity and critical attitudes regarding sexually provocative clothing.
The strength of religious identity and positive attitudes regarding sexually
provocative clothing will have an inverse relationship.
An ANOVA analysis was used to compare attitudes among different religious groups.
The first analysis was completed with the original 12 identified religious groups and
examined attitudes towards the 7 identified aspects of sexualized clothing, resulting in
a 12 x 7 analysis. The second analysis was completed with the original 12 identified
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religious groups and examined attitudes towards the 5 identified events, resulting in a
12 x 5 analysis. The third analysis was completed with the recoded 3 identified
religious groups (Christian, Non-Christian Faith, and Agnostic/Atheist), and examined
attitudes towards the 7 identified aspects of sexualized clothing, resulting in a 3 x 7
analysis. The fourth analysis was completed with the recoded 3 identified religious
groups (Christian, Non-Christian Faith, and Agnostic/Atheist), and examined attitudes
towards the 5 identified events, resulting in a 3 x 5 analysis. Paired-sample T-Tests
were conducted to compare attitudes among different conditions. A regression
analysis was performed to determine if there is a negative relationship between the
strength of religious identity/devotion (as measured by the ASPIRES scale) and
positive attitudes regarding sexualized clothing. No significant differences were
observed overall in attitudes towards sexually provocative clothing; however, there
were differences observed in attitudes towards wearing provocative clothing to
school/work, a social gathering, and on a date. No differences were observed when
examining the relationship between scores on the ASPIRES subscales and attitudes
towards clothing.
This analysis showed that, overall, there were no significant differences between
religious groups regarding sexually provocative aspects of clothing (F(11, 162) = 1.26,
p = .25). However, regression analysis indicated that, as participants’ scores increased
on the ASPIRES scale measuring strength of religious identity, their reported
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likelihood to choose sexually provocative clothing decreased (b = -.17, t(175)=2.17,
p=.03).
However, when comparing attitudes toward clothing among participants by their
religious identification, significant differences were observed with regard to specific
occasions. Specifically, scores were significantly different among clothing choices for
school/work (F(11, 162) = 2.64, p = .00). When participants were regrouped into
Christian, Non-Christian faith, and Atheist/Agnostic, significant differences were
found among participants’ choices for school/work (F(2, 171) = 4.66, p = .01), for a
social gathering (F(2, 171) = 4.26, p = .02), and for a date (F(2, 171) = 4.76, p = .01).
The Tukey post-hoc test showed that participants who identify as Atheistic/Agnostic
reported a significantly higher likelihood of choosing to wear sexually provocative
clothing than participants who identified as Christian when choosing clothes for
school/work (p = .01) for a social gathering (p = .03), and for a date (p = .01). Also,
participants who identify as Atheistic/Agnostic reported a significantly higher
likelihood of choosing to wear sexually provocative clothing than participants who
identified as a member of a non-Christian faith tradition when choosing clothes for a
social gathering (p = .03), and for a date (p = .03).
For additional tables and graphs related to this question, see Appendix G.
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Hypothesis 3: The relationship between the strength of ethnic identity and
attitudes towards sexual provocative clothing will be changed by the strength of
the strength of the participant’s religious identity.
A 2-way ANOVA analysis was used to determine whether there was a combined
effect between ethnic and religious identity towards attitudes. This analysis indicated
that, overall, the relationship between the strength of ethnic identity and attitudes
towards sexual provocative clothing was not changed by the strength of the strength of
the participant’s religious identity (F(14, 144) = 1.14, p = .33). Additionally, there
was no significant interaction effects between participants’ reported likelihood of
wearing clothing with sexually provocative elements at different types of events.
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Discussion
The purpose of this research project was to examine whether ethnic and
religious identity is correlated with attitudes towards sexualized aspects of clothing.
Review of the literature indicated there has been virtually no prior research
investigating the possible relationship between ethnic identity and attitudes towards
provocative clothing. This study did not support the hypothesis that there was a
relationship between ethnic identity and attitudes of women towards wearing
provocative clothing as there was no significant difference between women of
different ethnic groups in their general attitudes towards provocative clothing. There
was a significant difference found in attitudes among racial groups toward skirt or
shorts cut higher than the knees. However, given that there were no significant
differences regarding the other aspects, it may be a stylistic preference rather than
being reflective of attitudes towards provocative clothing.
However, there were significant differences between the attitudes towards
wearing provocative clothing between Atheistic/Agnostic women and women who
endorsed other specific belief systems. At this time, it can only be said that there is
evidence of a relationship. However, with the support of future research, it might be
possible to reach a conclusion that religious beliefs impact clothing choices, and
women with religious beliefs choose to dress more modestly. Previous research had
indicated that religious organizations held negative attitudes towards sexually
provocative clothing, but very little research has been completed which examined this
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relationship within individuals. As predicted, this study indicated that religious
identity and devotion does have a relationship with attitudes towards sexually
provocative clothing. Regardless of the faith tradition, this study indicated that the
stronger the participant’s religious devotion, the more likely they were to hold
negative attitudes towards provocative clothing. Additionally, there were significant
differences, regarding clothing choices for school/work, for a social event, and for a
date, between women who endorsed a theistic belief system and women who endorsed
an atheistic/agnostic belief system. This indicates that the theists and
Agnostics/Atheists who participated in this study have similar attitudes towards
provocative clothing for family gatherings and religious services; however, the
Agnostic and Atheistic women are more open to dressing provocatively in other
situations, while the theists prefer to avoid doing so. Future studies should include a
higher number of participants identifying as members of non-Christian faith traditions
to help clarify this conclusion.
A possible limitation of this study is that subjects were not asked if they had
been born in the United States, nor the length of time of their U.S. residency, and thus
data analysis could not account for the degree of exposure to American media and
other aspects of American culture in which, as was discussed in the review of the
literature, there is a high degree of sexualization of women. However, since the data
analysis for this study did not find that strength of ethnic identity has significant
predictive power on attitudes towards clothing, the likelihood of the additional factor
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of length of time in the United States changing the ultimate conclusion is questionable.
It may be beneficial to compare attitudes of women living in different cultures to
achieve a more meaningful conclusion. Measuring the attitudes of women of different
racial identities while controlling for additional variables could provide helpful
information about the relationship of ethnic identity and attitudes towards sexually
provocative clothing.
Future research into this topic would be beneficial. As women become
increasingly active in the societal life of the United States, it is important to know
what messages they are being given about what it means to be a woman. It would be
helpful if a reliable measure of feminine identity, i.e. the extent to which an individual
identifies as being a woman, were developed; this measure could be used to
investigate a possible correlation between feminine identity and women’s attitudes
towards sexualization. To further examine the potential predictive power of ethnic
identity, further studies could be done of women living internationally or of those
living in the Unites States, but accounting for the length of habitation. Also, further
studies with religious identity, especially ones that include more participants from
more diverse faith backgrounds, could further illuminate this relationship as religious
identity could be a key component in influencing women’s attitudes. Lastly,
examining the relationship between other demographic variables (especially income,
education, and occupation) and attitudes towards sexualized clothing can provide
illuminative information about the strongest predictors of attitudes.
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Appendix E: Tables Depicting Demographic Composition of Sample
Age
18-24
25-34
35-44
45-54
55-64
65-74
75-84

54
80
15
11
12
4
1

Ethnic Identification
Hispanic or Latino
Black or African American
White
Asian
Other

Religious Identification
Catholic
Lutheran
Methodist
Episcopalian
Baptist
Presbyterian
Other Christian
Jewish
Muslim
Hindu
Atheist or Agnostic
Other Faith Tradition

14
7
129
17
8

55
7
6
3
11
4
18
3
10
4
40
13
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Appendix F: Research Question 1 Analysis Results
ANOVA
Sum of

Mean

Squares

df

Square

F

Sig.

Between Groups

1.806

4

.452

1.074

.371

Within Groups

72.302

171

.420

Total

74.108

175

Between Groups

2.624

4

.656

.519

.722

Within Groups

216.146

171

1.264

Total

218.771

175

Between Groups

1.199

4

.300

.521

.721

Within Groups

98.399

171

.575

Total

99.598

175

Between Groups

10.806

4

2.701

2.417

.051

Within Groups

191.149

171

1.118

Total

201.954

175

3.061

4

.765

.469

.758

Within Groups

278.902

171

1.631

Total

281.963

175

Between Groups

30.508

4

7.627

5.109

.001

Within Groups

256.747

172

1.493

Total

287.254

176

9.051

4

2.263

1.320

.265

Within Groups

293.245

171

1.715

Total

302.296

175

.625

4

.156

.121

.975

Within Groups

221.517

171

1.295

Total

222.142

175

Between Groups

3.631

4

.908

1.960

.103

Within Groups

79.654

172

.463

Total

83.285

176

AverageFamily

Between Groups

3.262

4

.816

1.628

.169

Gathering

Within Groups

85.678

171

.501

Total

88.940

175

Overall_Attitudes

AverageTight

AverageMidriff

AverageCleavage

AverageHighheel

AverageHighcut

AverageAnimal

AverageLeather

AverageSchoolWork

Between Groups

Between Groups

Between Groups
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AverageSocial

Between Groups

4.259

4

1.065

Gathering

Within Groups

116.516

171

.681

Total

120.776

175

AverageReligious

Between Groups

1.272

4

.318

Service

Within Groups

63.144

171

.371

Total

64.415

175

Between Groups

3.072

4

.768

Within Groups

122.605

171

.721

Total

125.677

175

AverageDate

1.563

.186

.856

.492

1.065

.375

Multiple Comparisons
Tukey HSD
Mean
Difference
Dependent Variable
(I-J)
Std. Error
AverageHighcut Hispanic/Latino Black/African American
0.82143
0.56557

Black/African
American

White

Asian

-0.7378

2.3807

White

-0.61050

0.34354

0.390

-1.5576

0.3366

Asian

0.39118

0.44094

0.901

-0.8245

1.6068

Other

0.02500

0.54149

1.000

-1.4679

1.5179

Hispanic/Latino

-0.82143

0.56557

0.595

-2.3807

0.7378

White

0.47396

0.024

-2.7386

-0.1252

Asian

-1.43192*
-0.43025

0.54868

0.935

-1.9429

1.0824

Other

-0.79643

0.63232

0.716

-2.5397

0.9468

0.61050

0.34354

0.390

-0.3366

1.5576

Black/African American

*

1.43192

0.47396

0.024

0.1252

2.7386

Asian

0.31496

0.015

0.1333

1.8700

Other

1.00167*
0.63550

0.44495

0.610

-0.5912

1.8622

Hispanic/Latino

-0.39118

0.44094

0.901

-1.6068

0.8245

0.43025

0.54868

0.935

-1.0824

1.9429

*

0.015

-1.8700

-0.1333

Hispanic/Latino

Black/African American
White
Other

Sig.
0.595

95% Confidence
Interval
Lower
Upper
Bound
Bound

Other

-1.00167
-0.36618

0.31496
0.52383

0.956

-1.8103

1.0780

Hispanic/Latino

-0.02500

0.54149

1.000

-1.5179

1.4679

0.79643

0.63232

0.716

-0.9468

2.5397

White

-0.63550

0.44495

0.610

-1.8622

0.5912

Asian

0.36618

0.52383

0.956

-1.0780

1.8103

Black/African American

*. The mean difference is significant at the 0.05 level.
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Coefficientsa
Unstandardized
Coefficients
Model
1

B
(Constant)

Std. Error

2.066

Total_Ethni
0.014
cIdentity
a. Dependent Variable: Overall_Attitudes

Standardized
Coefficients
Beta

0.189
0.009

0.114

R2 by Ethnic Group

Ethnic Identification
Hispanic or Latino
Black or African
American
White
Asian

R2
0.09
0.26
0.01
0.03

74

t
10.944

Sig.
0.000

1.469

0.144

95.0% Confidence
Interval for B
Lower
Upper
Bound
Bound
1.693

2.439

-0.005

0.032

Appendix G: Research Question 2 Analysis Results
Comparing means among religious groups divided into 11 groups:
Test of Homogeneity of Variances
df
Levene Statistic
Overall_Attitudes

df1

.899

2
11 16

Sig.
.542

2
AverageTight

1.370

11 16

.192

1
AverageMidriff

3.274

11 16

.000

1
AverageCleavage

.516

11 16

.890

1
AverageHighheel

2.928

11 16

.001

1
AverageHighcut

1.485

11 16

.141

2
AverageAnimal

2.639

11 16

.004

1
AverageLeather

2.623

11 16

.004

1
AverageSchoolWork

.988

11 16

.460

2
AverageFamilyGathering

1.021

11 16

.431

1
AverageSocialGathering

.325

11 16

.979

1
AverageReligiousService

.773

11 16

.667

0
AverageDate

.465

11 16
0

75

.922

ANOVA
Overall_Attitudes

AverageTight

AverageMidriff

AverageCleavage

AverageHighheel

AverageHighcut

AverageAnimal

AverageLeather

AverageSchoolWork

AverageFamilyGathering

Between Groups

Sum of
Squares
5.777

df
11

Mean
Square
0.525

Within Groups

67.653

162

0.418

Total

73.430

173

Between Groups

19.373

11

1.761

Within Groups

195.708

161

1.216

Total

215.081

172

Between Groups

10.838

11

0.985

Within Groups

80.907

161

0.503

Total

91.746

172

Between Groups

24.029

11

2.184

Within Groups

175.218

161

1.088

Total

199.246

172

Between Groups

19.424

11

1.766

Within Groups

256.768

161

1.595

Total

276.191

172

55.453

11

5.041

Within Groups

226.748

162

1.400

Total

282.201

173

15.152

11

1.377

Within Groups

283.571

161

1.761

Total

298.723

172

18.514

11

1.683

Within Groups

200.439

161

1.245

Total

Between Groups

Between Groups

Between Groups

218.953

172

Between Groups

12.556

11

1.141

Within Groups

70.047

162

0.432

Total

82.603

173

6.196

11

0.563

Within Groups

81.444

161

0.506

Total

87.640

172

Between Groups
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F
1.258

Sig.
0.254

1.449

0.156

1.961

0.036

2.007

0.031

1.107

0.359

3.602

0.000

0.782

0.658

1.352

0.201

2.640

0.004

1.113

0.354

AverageSocialGathering

AverageReligiousService

AverageDate

Between Groups

12.407

11

1.128

Within Groups

107.565

161

0.668

Total

119.972

172

4.267

11

0.388

Within Groups

58.219

160

0.364

Total

62.486

171

Between Groups

10.452

11

0.950

Within Groups

114.390

160

0.715

Total

124.842

171

Between Groups

Average Reported Likelihood of Wearing
Provocative Clothing at School or Work
3.00
2.50
2.00
1.50
1.00
0.50
0.00
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1.688

0.080

1.066

0.392

1.329

0.213

Comparing means among religious groups divided into Christian, Non-Christian Faith
and Agnostic/Atheist:
ANOVA
Sum of
Squares
Overall_Attitudes

AverageTight

AverageMidriff

AverageCleavage

AverageHighheel

AverageHighcut

AverageAnimal

AverageLeather

Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total

AverageSchoolWor Between
k
Groups
Within
Groups
Total
AverageFamily
Gathering

AverageSocial
Gathering

AverageReligious
Service

AverageDate

Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total

Mean
Square

df

1.519

2

0.760

71.911

171

0.421

73.430

173

9.445

2

4.723

205.636

170

1.210

215.081

172

5.794

2

2.897

85.952

170

0.506

91.746

172

12.305

2

6.153

186.941

170

1.100

199.246

172

3.463

2

1.731

272.729

170

1.604

276.191

172

29.795

2

14.897

252.406

171

1.476

282.201

173

2.823

2

1.412

295.900

170

1.741

298.723

172

1.660

2

0.830

217.293

170

1.278

218.953

172

4.266

2

2.133

78.337

171

0.458

82.603

173

0.652

2

0.326

86.988

170

0.512

87.640

172

5.729

2

2.865

114.242

170

0.672

119.972

172

0.465

2

0.233

62.021

169

0.367

62.486

171

6.658

2

3.329

118.184

169

0.699

124.842

171
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F

Sig.

1.807

0.167

3.904

0.022

5.729

0.004

5.595

0.004

1.079

0.342

10.093

0.000

0.811

0.446

0.649

0.524

4.656

0.011

0.637

0.530

4.263

0.016

0.634

0.532

4.761

0.010

Average Reported Likelihood of
Wearing Provocative Clothing at
School or Work
3.0000
2.5000
2.0000
1.5000
1.0000
0.5000
0.0000
Christian

Non-Christian Faith Atheist or Agnostic
Tradition

Average Reported Likelihood of
Wearing Provocative Clothing at a
Social Gathering
3.5000
3.0000
2.5000
2.0000
1.5000
1.0000
0.5000
0.0000
Christian

Non-Christian Faith Atheist or Agnostic
Tradition

Average Reported Likelihood of
Wearing Provocative Clothing on a
Date
3.5000
3.0000
2.5000
2.0000
1.5000
1.0000
0.5000
0.0000
Christian

Non-Christian Faith Atheist or Agnostic
Tradition
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Multiple Comparisons
Tukey HSD

Dependent Variable
AverageSchool Christian
Work

Mean
Difference
(I-J)
Std. Error
Non-Christian Faith Tradition
-0.07802
0.14027

-0.4097

0.2536

-.38338*
0.07802

0.12593

0.008

-0.6811

-0.0856

0.14027

0.843

-0.2536

0.4097

-0.30536

0.16347

0.151

-0.6919

0.0811

0.12593

0.008

0.0856

0.6811

Non-Christian Faith Tradition

.38338*
0.30536

0.16347

0.151

-0.0811

0.6919

Non-Christian Faith Tradition

0.12175

0.16989

0.754

-0.2799

0.5234

-.39492*
-0.12175

0.15392

0.030

-0.7589

-0.0310

0.16989

0.754

-0.5234

0.2799

-.51667*

0.19908

0.028

-0.9874

-0.0460

Christian

.39492*

0.15392

0.030

0.0310

0.7589

Non-Christian Faith Tradition

.51667*
0.06641

0.19908

0.028

0.0460

0.9874

0.17561

0.924

-0.3488

0.4816

-.45186*
-0.06641

0.15702

0.013

-0.8231

-0.0806

0.17561

0.924

-0.4816

0.3488

-.51827*

0.20505

0.033

-1.0031

-0.0334

Christian

.45186*

0.15702

0.013

0.0806

0.8231

Non-Christian Faith Tradition

.51827*

0.20505

0.033

0.0334

1.0031

Atheist/Agnostic

Non-Christian Faith Tradition Christian
Atheist/Agnostic
Atheist/Agnostic
AverageSocial
Gathering

Christian

Christian

Atheist/Agnostic
Non-Christian Faith Tradition Christian
Atheist/Agnostic
Atheist/Agnostic

AverageDate

Christian

Non-Christian Faith Tradition
Atheist/Agnostic

Non-Christian Faith Tradition Christian
Atheist/Agnostic
Atheist/Agnostic

Sig.
0.843

95% Confidence
Interval
Lower
Upper
Bound
Bound

*. The mean difference is significant at the 0.05 level.
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